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Buyer Behavior 

Computer Abstracts 

Diffusion of Innovations 
Econometric Models 
Forecasting 
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Interviewing Methods 


ADVERTISING AND MEDIA RESEARCH 


ADMOD: Advertising Decision Model, A, DAVID 
A. AAKER, February, 37. 


ADMOD is an advertising decision model which is designed 
toaddress simultaneously the budget decision, the copy decision, 
and the media-allocation decision. The model, which focuses 
upon specific consumer decisions that advertising is attempting 
to precipitate, is illustrated with an example. 


Empirical Study of Media Comparison, An, MICHEL 
HUGUES, May, 221, c. 


This article provides an empirical comparison of media effec- 
tiveness in a specific context. Using the response function 
method, the three major media in France are found to be 
complementary, but each is superior in some area. 


Planning and Estimation in Advertising, PETER 
DOYLE and IAN FENWICK, February, 1. 


Modern management science techniques are applied to the 
advertising problems of a large multiple retailer. The appropriate 
methodology evolves from a careful consideration of the firm’s 
marketing strategy, the market environment, and the nature 
of the demand for its services. 


Produce Life Cycle and Time-Varying Advertising 
Elasticities, The, LEONARD J. PARSONS, No- 
vember, 476. 


Empirical evidence is presented supporting the theory that 
the demand elasticities of marketing instruments vary over the 
product life cycle. The results of a time-varying elasticity model 
are compared with the more traditional constant elasticity 
formulation. 


Taxonomy of Television Programs Based on Viewing 
Behavior, VITHALA R. RAO, August, 355. 


Market Segmentation 

i ee ere. 
EE ee 
Regression and other Statistical Techniques 

Retailing and Wholesaling 

Sampling and Survey Methods. ................ 503 
Scaling Methods 

Miscellaneous 


This replication study attempts to test the hypothesis that 
previously developed television program typology is largely 
determined by an individual’s background characteristics and 
scheduling variables. The Brand Rating Index survey data on 
viewing behavior were analyzed using multiple regression and 
factor analysis. The results are highly supportive of the hypothe- 
sis. 


ATTITUDE THEORY RESEARCH 


Attitude Theory and Decision Theory: Where is the 
Common Ground? WILLIAM L. ETTER, No- 
vember, 481. 


Fishbein’s attitude model is viewed as equivalent to a decision 
theory model where choices are made under conditions of risk, 
and utility is additive. The attitude model used to investigate 
the relative predictive effectiveness of unweighted and weighted 
attitude models represents a simplified version of the Fishbein 
model and is equivalent to a decision theory model where choices 
are made under conditions of certainty. 


Cognitive Algebra in Multi-Attribute Attitude Models, 
JAMES R. BETTMAN, NOEL CAPON, and 
RICHARD J. LUTZ, May, 151. 


Research on multi-attribute attitude models has relied on 
correlation methods. An analysis of variance paradigm applied 
to individual level data supports the multiplicative assumption 
of multi-attribute models. A single-attribute form of the Fishbein 
model is found to be superior to a similar version of the 
‘‘adequacy-importance’’ model. 


Expectancy Value Models of Attitude Measurement: 
A Measurement Problem, FRANK L. SCHMIDT 
and TERRY C. WILSON, August, 366. 


A brief comment on important measurement problems asso- 
ciated with attitude studies is provided. 
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Importance of Halo Effects in Multi-Attribute Attitude 
Models, The, NEIL E. BECKWITH and DONALD 
R. LEHMANN, August, 265. 


A simultaneous equation model was used to explain both 
the overall attitude of heterogeneous individuals towards televi- 
sion shows and also their beliefs about the shows on six relevant 
attributes. The halo effect may be the primary reason for the 
usually good descriptive results of the multi-attribute model. 


Reported and Revealed Preferences as Determinants 
of Mode Choice Behavior, RICHARD B. WESTIN 
and PETER L. WATSON, August, 282. 


The relation of attitudes toward transportation system charac- 
teristics and the sensitivity of travelers to perceived differences 
in these characteristics is studied. A probabilistic model of choice 
behavior is used, and effects of attitudes are studied by examining 
how estimated elasticities differ among groups of travelers 
stratified on the basis of attitude. 


Testing the Consistency of Attribute Meaning in Em- 
pirical Concept Testing, DENNIS H. GENSCH and 
THOMAS F. GOLOB, August, 348. 


An empirical example, based upon mass-transit concept test- 
ing, has been presented to illustrate the perceptual comparison 
method. Useful managerial insights obtained through use of 
the method prior to obtaining a final large-scale sample were 
demonstrated. 


Vector Model of Preferences: An Alternative to the 
Fishbein Model, The, OLLI T. AHTOLA, Febru- 
ary, 52. 


This article proposes and tests a new model of preferences. 
Based on certain assumptions in the Fishbein model unacceptable 
to the author a new model is developed which does not rely 
on these assumptions. 


BRAND CHOICE MODELS 


Consumer Brand Choice—A Random Walk? RAY- 
MOND J. LAWRENCE, August, 314. 


The so-called linear learning model turns out to be a method 
for calculating a moving average. It has no necessary connection 
with human psychological processes. 


Reported and Revealed Preferences as Determinants 
of Mode Choice Behavior, RICHARD B. WESTIN 
and PETER L. WATSON, August, 282. 


See ‘Attitude Theory Research”’ 


Results Concerning Brand Choice, CHRISTOPHER 
CHATFIELD and GERALD J. GOODHARDT, 
February, 110. 


Some mathematical derivations related to stochastic choice 
theory are presented. 
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BUYER BEHAVIOR 


Brand Loyalty Concept: Comments on a Comment, 
A, JACOB JACOBY, November, 484. 


This is a reply to an earlier comment by Tarpey which Jacoby 
feels adds no new knowledge on brand loyalty and fails to 
dispute Jacoby and Kyner’s findings. 


Brand Loyalty Revisited: A Commentary, 
LAWRENCE X. TARPEY, November, 488. 


Tarpey comments on Jacoby’s rejoinder concerning his con- 
ceptual definition of brand loyalty—calling it an operational 
definition. 


Family Purchase Decision Making and the Process 
of Adjustment, ELI P. COX, III, May, 189. 


Research from social psychology, sociology, and marketing 
suggests the importance of the process of adjustment in family 
purchase decision making. Further empirical support is provided 
by a cross-sectional study, which also indicates the superiority 
of family life cycle over length of marriage as an independent 
variable. 


Feminine Role Perception and Family Purchasing 
Decisions, ROBERT T. GREEN and ISABELLA 
C. M. CUNNINGHAM, August, 325. 


The changing role of women in U.S. society will be manifested 
in several aspects of male-female behavior. This study compares 
family decision-making patterns under different conditions of 
female role perception. The findings suggest differences between 
contemporary and traditional families, particularly within age 
and income categories. 


Husband-Wife Influence in Purchase Decision—A 
Confirmation and Extension. ROBERT E. 
WILKES, May, 244. 


This limited study confirms Davis’s conclusion that global 
measures and the Blood and Wolfe index are poor indicators 
of relative spousal influence in purchase decisions. In addition, 
the value of the multitrait, multimethod approach has been 
verified. 


New Product Distribution—An Analysis of Supermar- 
ket Buyer Decision, DAVID B. MONTGOMERY, 
August, 255. 


This article explores the relationship between 18 variables 
and a supermarket buyer’s decision to accept or reject a new 
product. One hundred twenty-four new products are analyzed 
by multiple discriminant analysis and a hierarchical threshold 
model termed a ‘‘gatekeeper’’ analysis. A new method of 
discriminant validation in small samples is also proposed. 


Personality /Life Style and Television Viewing Be- 
havior, KATHRYN E. A. VILLANI, November, 
432. 


This article reports an empirical study designed to provide 
advertisers with information concerning the personality and 
life-style characteristics of television program audiences. The 
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results indicate that audiences are relatively heterogeneous in 
terms of psychographic characteristics. These variables appear 
to be of limited value for describing audience composition on 
predicting viewing behavior. 


Psychographics: A Critical Review, WILLIAM D. 
WELLS, May, 196. 


This article presents case histories of five somewhat different 
uses of psychographic research, and it critically reviews the 
status of research in this field. 


Supplier Selection in an International Environment— 
An Experimental Study, HAKAN HAKANSSON 
and BJORN WOOTZ, February, 46. 


This experiment indicates the important influence of the 
location of the supplier when the industrial purchases selects 
a supplier. The results also indicate, contrary to interview studies, 
that price is a more important decision variable than quality. 


COMPUTER ABSTRACTS 


ADBASE: A Program for Analyzing Multiple Objec- 
tive Linear Programming Problems, RALPH E. 
STEUER, November, 454. 


BAYES: Bayesian Sample Size Determination in Situ- 
ations Involving Binomial Sampling, JAMES W. 
GENTRY, November, 455. 


CLUSTSIZ: A Program for the Quality of Clustering 
a Set of Objects, JOHN O. McCLAIN and VITHA- 
LA R. RAO, November, 456. 


DATAEDIT: A Generalized Edit Program for Re- 
search Data, JIM C. WETHERBE, November, 456. 


FRCST: A Statistical Forecasting and Exponential 
Smoothing Program, C. M. BROWN and A. W. 
HAMMOOD, August, 343. 


GRAFIT: Computer Based Graphics for Interpretation 
of Multivariate Analysis, WILLIAM D. PER- 
REAULT, JR. and WILLIAM R. DARDEN, Au- 
gust, 333. 


LINMAP: Linear Programming Techniques for Mul- 
tidimensional Analysis of Preferences, ALLAN D. 
SHOCKER and V. SRINIVASAN, May, 214. 


Statistical Test of Multicollinearity: A Computer Pro- 
gram, GIDEON VIGDERHOUS, February, 82. 


TRI-CHI: A Program for Interpreting Three Dimen- 
sional Contingency Tables Via Log-Linear Models, 
ROGER A. KERIN, WAYNE WOODWARD, and 
JACKIE REEVES, February, 82. 


DIFFUSION OF INNOVATIONS 


Innovative Communicator in the Diffusion Process, 
The, STEVEN A. BAUMGARTEN, February, 12. 
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Both innovativeness and opinion leadership have been exten- 
sively investigated in past research. This article profiles the 
characteristics of ‘‘innovative communicators’’—consumers 
who are both innovators and opinion leaders. The results yield 
implications for more effectively directing fashion advertising 
at this influential segment. 


ECONOMETRIC MODELS 


Consumer Brand Choice—A Random Walk? RAY- 
MOND J. LAWRENCE, August, 314. 


See ‘‘Brand Choice Models”’ 


Cross-Sectional, Time-Series, Issues in the Analysis 
of Marketing Decision Variables, MARK 
MORIARITY, May, 142. 


A variance components cross-sectional, time-series model is 
presented for use in the analysis of marketing decision variables. 
Empirical results suggest that the model’s disaggregative form 
offers advantages for policy formulation particularly where 
regional fluctuations in market share are significant. 


The Importance of Halo Effects in Multi-Attitude 
Model, NEIL E. BECKWITH and DONALD R. 
LEHMANN, August, 265. 


See ‘Attitude Theory Research’”’ 


Market Share Theorem, A, DAVID E. BELL, RALPH 
E. KEENEY, and JOHN D. C. LITTLE, May, 
136. 


Many marketing models use variants of the relationship: 
Market share equals marketing effort divided by total marketing 
effort. Replacing marketing effort with its resulting ‘‘attraction,”’ 
the relationship is derived from the assumptions: (1) attraction 
is nonnegative, (2) equal attractions imply equal shares, and 
(3) a seller’s share is affected the same if the attraction of 
any other seller increases a fixed amount. 


FORECASTING 


Price Forecasting and Strategic Planning: The Case 
of Petrochemicals, ROBERT B. STOBAUGH and 
PHILLIP L. TOWNSEND, February, 19. 


Consistent declines in ‘‘value added’’ by manufacturers of 
petrochemicals (for which price is used as a proxy) is caused 
by the competitive factors of number of manufacturers and 
product standardization and the technological factors of produc- 
tion experience and static scale. These relationships imply 
strategic options available in the pricing of petrochemicals. 


INFORMATION PROCESSING 


Authorization, Control, and Evaluation of Marketing 


Research Projects, DIK TWEDT, February, 86. 


Companies vary widely in the degree to which they formalize 
management functions of authorization, control, and evaluation 
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of marketing research projects. This article suggests that a 
minimum system should include at least five elements. 


Comparison of Linear and Nonlinear Evaluation 
Process Models, A, BERNARD PRAS and JOHN 
SUMMERS, August, 276. 


The findings of a comparative analysis of linear and nonlinear 
evaluation process models using 3 (number of models) x 3 
(levels of number of attributes) x 2 (levels of ‘‘acceptability”’ 
of alternatives) factorial design are reported. The results suggest 
nonlinear models may provide important vehicles for under- 
standing consumer preference formation. 


Consumer Choice Strategies: Simplifying Vs. Opti- 
mizing, PETER WRIGHT, February, 60. 


Designing effective marketing programs requires forecasting 
the choice strategy a consumer will use in a given decision 
environment. Both simplifying and optimizing considerations 
may affect the strategy used. This study found individuals’ 
perceptions of different strategies as simplifiers and optimizers 
varied, with number of options being reviewed operating as 
a moderator. 


Information Processing Capacity and Attitude Mea- 
surement, JAMES HULBERT, February, 104. 


The problem of the appropriate number of scale points is 
approached from the perspective of limits on the respondent’s 
information processing capacity. Results suggest that such limits 
exist, but are only liable to product difficulty when the number 
of stimulus items is large. 


Laboratory Measurement of Response to Consumer 
Information, FREDERICK W. WINTER, No- 
vember, 390. 


Laboratory experimental procedures were employed in con- 
junction with objective measures of information adoption to 
study consumer responsiveness to price information. Findings 
suggest that information adoption is facilitated when the in- 
formation is perceived as new by consumers and is presented 
in a simplified format; evidence also indicates that a situational 
variable, time cost, plays a significant role in information 
adoption. 


On the Robustness of Multidimensional Scaling Tech- 
niques, PAUL E. GREEN, February, 73. 


Multidimensional scaling techniques are examined from the 
standpoint of their vulnerability to error. In particular, an 
integer-rank transformation is shown to provide a useful proce- 
dure for dealing with nonlinearities in the case of metric MDS. 


INTERVIEWING METHODS 


Concept Testing: An Appropriate Approach, BILL 
IUSO, May, 228. 


An expository discussion of the practical problems which 
arise in applying concept testing in marketing research is provid- 
ed. 
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Respondent Selection in a Time of Changing House- 
hold Composition, BARBARA E. BRYANT, May, 
129. 


Changing lifestyles bring shifts in household composition 
which affect male-female proportions in the Troldahl-Carter 
method of random selection of respondents within a household. 
Five field tests are reported using the 1964 Troldahl-Carter 
technique and 14 tests using modifications of it which produce 
better results in today’s adult population. 


MARKET SEGMENTATION 


Correlates of Persuasibility: The Crest Case, ABE 
SHUCHMAN and PETER C. RIESZ, February, 
7 


Linear discriminant analysis was utilized in achieving substan- 
tially better than chance predictions of adopters of Crest 
toothpaste following the endorsement of the American Dental 
Association. Adoption was more closely associated with the 
basic socioeconomic variables of education, occupation, and 
income and a composite measure of socioeconomic status than 
with purchasing measures previously found to be of importance. 


Cross-Sectional, Time-Series Issues in the Analysis 
of Marketing Decision Variables, MARK 
MORIARITY, May, 142. 


See ‘‘Econometric Models”’ 


Effectiveness of Various Modes of Sales Behavior 
in Different Markets, The, PETER W. PASOLD, 
May, 171. 


Theoretical categories of behavior and environment developed 
by Ackoff and by Emery and Trist are adapted to create a 
model predicting the most effective mode of salesman’s behavior 
in various markets. The model is operationalized and supported 
by tests on three brands in the hosiery industry. 


PREFERENCE RESEARCH 


General Procedure for Estimating Consumer Prefer- 
ence Distributions, V. SRINIVASAN, Novem- 
ber, 377. 


This article provides a general procedure for estimating con- 
sumer preference distributions without having to prespecify their 
forms. Using linear programming, it minimizes the sum of 
absolute errors between observed and predicted proportions of 
consumer choices in paired comparison tests. Extensions of 
the procedure for estimating multidimensional distributions are 
also discussed. 


Predicting Preferences on Experimental Bundles of 
Attributes: A Comparison of Models, JOEL 
HUBER, August, 290. 


This study tests the ability of various models to predict 
individual preferences on stimuli defined by physical charac- 
teristics. Within all models, metric routines were found to be 
superior to nonmetric routines. Across models differences in 
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predictive ability were not found to be great compared to 
pragmatic or theoretical differences. 


Testing the Consistency of Attribute Meaning in Em- 
pirical Concept Testing, DENNIS H. GENSCH and 
THOMAS F. GOLOB, August, 348. 


See ‘‘Attitude Theory Research’’ 


Vector Model of Preferences: An Alternative to the 
Fishbein Model, The, OLLI T. AHTOLA, Febru- 
ary, 52. 


See ‘‘Attitude Theory Research’”’ 


PRICING RESEARCH 


Experiment in Price Generalization and Discrimi- 
nation, An, HARRY NYSTROM, HANS TAM- 
SONS, and ROBERT THAMS, May, 177. 


An experimental field test of a psychological model of buyer 
reaction to pricing shows strong support for a number of price 
hypotheses relating degree and kind of price information to 
price evaluations. For instance, overall price image changes 
are shown to influence buyer evaluation of price for the experi- 
mental item. 


Price Forecasting and Strategic Planning: The Case 
of Petrochemicals, ROBERT B. STOBAUGH and 
PHILLIP L. TOWNSEND, February, 19. 


See ‘‘Forecasting”’ 


Strategic Competitive Bidding Approach to Pricing 
Decisions for Petroleum Industry Drilling Contrac- 
tors, A, JAMES E. REINMUTH and JIM D. 
BARNES, August, 362. 


This study offers a strategic competitive bidding model, a 
modification of one originally developed by Friedman, for pricing 
decisions for petroleum industry drilling contractors. A likelihood 
ratio test is offered to compare bids generated by the model 
with the contractors’ actual bids in order to detect the presence 
of conservative bias in bidding activity. 


REGRESSION AND OTHER STATISTICAL 
TECHNIQUES 


Comparing the Box-Jenkins Approach with the Expo- 
nentially Smoothed Forecasting Model Application 
to Hawaii Tourists, MICHAEL D. GEURTS and 
I. B. IBRAHIM, May, 182. 


This article compares the forecasting accuracy of two fore- 
casting techniques: (1) Box-Jenkins, and (2) exponential smooth- 
ing. The comparison is made using the tourist to Hawaii time 
series. An analysis of both techniques is included. 


Pitfalls of AID Analysis, The, PETER DOYLE and 
IAN FENWICK, November, 408. 


AID is commonly misused and misinterpreted. A complete 
application of the methodology illustrates the nature of the 


inevitable problems of the technique and the necessity of 
validation procedures. 


Pooling Issues and Methods in Regression Analysis 
with Examples in Marketing Research, FRANK M. 
BASS and DICK R. WITTINK, November, 414. 


The existence of multiple observations within several cross 
sections gives rise to both opportunities and problems in the 
application of regression analysis. In this article the issues 
associated with the decision of whether or not to pool the data 
for purposes of estimation are explored and examples of market- 
ing applications are provided. 


Sales Response as a Function of Territorial Potential 
and Sales Representative Workload, HENRY C. 
LUCAS, CHARLES D. WEINBERG, and KEN- 
NETH W. CLOWES, August, 298. 


The results of this study of sales response functions in the 
retail apparel industry indicate that territorial potential and sales 
representatives’ workload are important predictors of sales. The 
findings are used to derive a model to assist management in 
determining sales force size and evaluating sales performance. 


Some Precautions in Using Canonical Analysis, ZAR- 
REL V. LAMBERT and RICHARD M. DURAND, 
November, 468. 


The rapid’.growth in use of canonical analysis shows some 
signs of outpacing recognition of its limitations. Using empirical 
data, this article demonstrates some shortcomings of canonical 
analysis and interpretational pitfalls associated with its applica- 
tion. 


Unequal Cell Sizes in Marketing Experiments: Use 
of General Linear Hypothesis, WILLIAM D. PER- 
REAULT and WILLIAM R. DARDEN, August, 
333. 


The analysis of marketing data is frequently complicated by 
factorial designs and unequal cei! sizes. This article discusses 
the marketing research advantages and problems of the General 
Linear Hypothesis approach to such analysis and illustrates the 
General Linear Hypothesis in the context of a new product 
experiment. 


RETAILING AND WHOLESALING 


Increase in Sales Due to In-Store Display, MICHEL 
CHEVALIER, November, 426. 


A factorial experiment was set up to measure the impact 
of in-store displays on sales for different product characteristics. 
Variables related to growth or competitive structure were found 
significant. On the contrary, the market share of the test item 
in the product category, the level of price cut and the advertising 
to sales ratio were found to have no effect on the impact of 
display. 


SAMPLING AND SURVEY METHODS 


Collection of Sensitive Information Using a Two- 
Stage, Randomized Response Model, JAMES E. 
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REINMUTH and MICHAEL D. GEURTS, No- 
vember, 402. 


This article extends the randomized response sampling design 
to find the intensity of positive action on a sensitive topic among 
those who have taken a positive action. Sampling properties 
of the ratio estimate are explored and the model is used to 
estimate the intensity of shoplifting among shoplifters in a 
shopping center. 


Incentives to Increase Survey Returns: Social Class 
Considerations, BETSY D. GELB, February, 107. 


This study tests the relative effect of two social-class groups 
of two incentive techniques to increase survey returns: a mone- 
tary incentive distributed unconditionally versus one distributed 
only after questionnaire return. Results show the unconditional 
incentive more effective among middle-class whites, but the 
conditional incentive more effective among lower-class blacks. 


Mail Surveys and Response Rates: A Literature Re- 
view, LESLIE KANUK and CONRAD BEREN- 
SON, November, 440. 


A review of empirical studies concerned with increasing 
response rates to mail questionnaires reveals the limited evidence 
upon which most widely accepted techniques are based. The 
only techniques which seem to be consistently effective in 
increasing response rates are followup letters and monetary 
incentives enclosed with the mail questionnaires. 


National Estimates of Nonlisted Telephone House- 
holds and Their Characteristics, GERALD J. 
GLASSER and GALE D. METZGER, August, 359. 


A study of bias which arises from the use of telephone 
directories in sampling indicates that one in five telephone 
households are excluded from telephone directories either be- 
cause they have numbers unlisted by choice or because they 
have moved too recently to be included in a directory. 


Negative Effects of Personalization on Response Pat- 
terns in Mail Surveys, The, MICHAEL J. HOUS- 
TON and ROBERT W. JEFFERSON, February, 
114. 


This article reports a study analyzing the effects of two factors 
on response patterns in a mail survey of a specific type of 
population. The main hypothesis that personalization has a 
negative effect on response patterns is supported. 


Respondent Selection in a Time of Changing House- 
hold Composition, BARBARA E. BRYANT, May, 
129. 


See ‘‘Interviewing Methods”’ 


Response Bias, Yea-Saying, and the Double Negative, 
JOHAN ARNDT and EDGAR CRANE, May, 218. 


A study with Norwegian subjects indicated that questionnaire 
wording influenced subject response, but the relationships be- 
tween responses of subject in different groups were not strongly 
influenced. 
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SCALING METHODS 


Analyzing Proximity Judgment in an Experimental 
Design, MARY LOU ROBERTS and JAMES R. 
TAYLOR, February, 68. 


This article reports the finding of a study designed to extend 
the use of proximity judgments to an experimental design. The 
analysis mode of multidimensional scaling (MDS) and multi- 
variate analysis of variance (MANOVA) was used to determine 
the effect of the experimental manipulation on the respondents’ 
perception of a hypothetical new coffee product relative to seven 
types of coffee products currently available to consumers. 


Brand Features Congruence Mapping, PAUL E. 
GREEN, YORAM WIND, and HENRY J. CLAY- 
CAMP, August, 306. 


This article proposes and applies a model for portraying 
individuals’ associative judgments regarding brands, ideal prod- 
ucts, and product features as sets of points in a common 
multidimensional space. The model is contrasted with current 
research activities involving bipolar scale ratings as used in 
value-expectancy models. 


Multidimensional Unfolding of Profile Data: A Dis- 
cussion and Illustration with Attention to Badness- 
of-Fit, LARRY H. PERCY, February, 95. 


A discussion is presented of the acceptability of using a 
multidimensional scaling algorithm for the multidimensional 
unfolding of ‘‘real’’ data, with special reference to the problem 
of badness-of-fit. An illustration utilizing actual profile data 
is provided and the solution configuration reviewed. 


Predicting Preferences on Experimental Bundles of 
Attributes: A Comparison of Models, JOEL 
HUBER, August, 290. 


See *‘Preference Research’”’ 


Time and Accuracy Measures for Alternative Multidi- 
mensional Scaling Data Collection, WALTER A. 
HENRY and ROBERT V. STUMPF, May, 165. 


The impact of stimulus set size and data collection methods 
on response accuracy and response time were investigated in 
an empirical study. Anchor Point collection techniques proved 
superior in reducing respondent time with no sacrifice in accura- 
cy. 


MISCELLANEOUS 


Comment on ‘‘Ethics in Marketing Research,”’ A, 
ROBERT L. DAY, May, 232. 


This comment on Tybout and Zaltman’s recent article focuses 
ona need for realism and the rights of practitioners and clients. 


Reply to Comments on “‘Ethics in Marketing Research: 
Their Practical Relevance,””’ A, ALICE M. TY- 
BOUT and GERALD ZALTMAN, May, 234. 


This reply to a comment by Day states that the main thrust 
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of their article was missed: to focus attention on ethical issues 
for the sake of their practical implications. 


Sales Territory Alignment to Maximize Profit, LEON- 
ARD M. LODISH, February, 30. 


A mathematical programming model and heuristic solution 
procedure are developed to realign sales territories. Unique 
model aspects are: (1) the objective function is the anticipated 
profit generated by the sales force; (2) the interrelated problem 
of account specific call frequency determination is simulta- 


neously considered; (3) travel time is considered including 
combining calls on accounts into trips. 


Threats to Marketing Research, The, GEORGE S. 
DAY, November 462. 


There is a vast scope for potential research directed toward 
understanding the threats impinging on survey research in 
general, and marketing research in particular. Highest priorities 
should be assigned to questions that can be readily answered 
with data already in the hands of large research suppliers. 
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